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Introduction
My diploma is about sneakers and sustainability. Sustainabil-
ity in the clothing and apparel industry is something I’ve been 
interested in for a long time. I chose to work with sneakers mainly 
because I saw that many have done service design projects on 
clothes and sustainability before but of all I have read I haven’t 
seen many projects that deal with the shoe part of that industry, 
especially not the sneakers and how we may consume them in a 
more sustainable way.  

I began preparing for my diploma by attending shoe making 
classes in Chile two years ago. I enrolled in a semester-long 
master’s program in product design where I focused on how 
to design a as sustainable sneaker as possible. In the summer, I 
worked closely with Repairable, a start-up specializing in clothing 
repair. Through mapping out their services and redesigning their 
website, I received an insider’s view on the repair culture in Oslo 
and gained some valuable contacts. 

I chose to focus on service design for my diploma thesis because 
I enjoyed working with the methods I learned during the service 
design semesters at AHO. I wanted to show how I personally use 
service design methodologies in my own work as I dedicate a full 
semester to a service design project for the first time.  

I’ve known for a while before I started that I wanted to pursue 
service design. I believe in prototyping services quickly and push-
ing my work outside the classroom as much as possible. I also 
wanted to create as many sketches and prototypes as I could, 
knowing that they wouldn’t be perfect and polished, but could 
offer me insight. This is because I believe that we can never know 
how our designs will work before we test it out in context with 
real, non-biased users.
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GOAL 
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How might one 
design services
that encourage
people in Oslo 
to consume 
sneakers in a more 
environmentally 
sustainable way?
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Why sneakers?

(Picture 1)10
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One of the reasons why I have chosen to work with sneakers is 
due to the assumption that sneakers are rising in popularity. Peo-
ple purchase sneakers as a for comfort and as a form of express-
ing their identity. 

I believe sneakers are here to stay, at least for a while. I also as-
sume that the culture of taking care of personal belongings hasn’t 
really reached sneakers. People buy and wear sneakers then 
don’t hesitate to get rid of or replace them with new ones when 
they become tired of them. There is a drastic difference in inter-
action when comparing sneakers to classic leather shoes, where 
there is more of a repair culture among the community. 

I wanted to investigate whether this assumption was true, and just 
how environmentally non-sustainable this culture is. What does 
the most sustainable action look like when talking about con-
sumption of sneakers? And as a service designer, what can I do 
to change things for the better from a sustainable perspective? 

Another motivation to use service design as my tool to do this was 
that most of the projects I’ve seen on sustainability and sneak-
ers are product projects. Making a “sustainable sneaker” as a 
marketing tool that convinces people to buy more sneakers is in 
reality, not so sustainable. 

I wanted to work with people in Oslo because  every community 
and city has different consumer cultures and clothing or waste 
handling systems.  

Assumption

Motivation
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I feel that I’ve been seeing more and more sneakers in the streets 
every year, but I needed some data that could prove that the 
popularity of sneakers were on the rise. This statistic about the 
materials of imported shoes to Sweden is the strongest proof yet. 
This shows that the import of textile shoes doubled and the import 
of leather shoes fell by nearly half from 2000 to 2010.  

More textile = More sneakers? 

figure 1:
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This statistic on the world’s shoe consumption will reach 25 billion 
a year as our population nears 8 billion. It seems like we are 
consuming more shoes at a faster rate with no indication of this 
consumption decreasing any time soon. 

World shoe consumption 

figure 2:
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Sustainability

(Picture 2)14
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Some of the UN’s top priorities for a sustainable future 
is to reduce CO2 pollution and ensure clean water for 
all. The sneaker industry is not contributing to the solu-
tion at all in the way they are run today. The sneaker 
industry is part of a bigger fashion industry that the UN 
claims to be responsible for10% of the worlds CO2 
emissions, and 20% (source 1)  of all water contami-
nation in the world. Norway and other countries in the 
Global North barely see this pollution and destruction 
because both the production and end-of-life waste is 
concentrated in the Global South. 

How are sneakers 
unsustainable?

15
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Norwegian consumption

Leather or textile?

Statistics from a national survey show that the average Norwe-
gian owns 12 pairs of shoes, but only use 6 of them. (source 2) 
What this data indicates is that we are not buying shoes solely 
based on need. We are largely purchasing shoes based on 
want, then we stop using some of these shoes when we don’t like 
them any more. This is certainly not a sustainable consumption 
culture. 

Most people may have perceptions around leather shoes being 
the most sustainable option because they last longer. But whether 
a shoe lasts long is not entirely due to its’ material build. One 
may stop wearing a particular pair of shoes because they are 
fed up with the style, or because it breaks down easily due to 
cheap manufacturing. However, if a choice was made to take 
care of a textile shoe as one would a leather shoe, the textile 
shoe could become more sustainable because the production of 
textile produces much less C02 compared to the production of 
leather, as shown in the statistic above.  

figure 4:
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Sustainable eco sneakers? 

Less new shoes is more sustainable  
Most of the CO2 emissions from the life of a sneaker comes from 
material processing and manufacturing. This means that if we buy 
fewer new shoes, it would result in less CO2 emissions. In other 
words, if my service design solutions could motivate people to 
buy fewer new shoes, it could help reduce CO2 emissions, and 
create less harm towards the environment.

Some shoe brands are releasing “eco sneakers” from time to 
time. Sneakers that are for example made out of recycled mate-
rial can be called eco sneakers. When customers are exposed 
to these kinds of sneakers they may think that it is quite all right to 
buy a pair because they are “sustainable”. The true story is that it 
is actually more sustainable to buy two pairs of non eco sneak-
ers than to purchase three pairs of eco sneakers. As shown in this 
statistics from a research done by runrepeat.com

figure 3:

figure 5:
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Actions to reduce 
sneaker consumption 
Concluded from my research (source 3), the most sustainable 
actions to reduce sneaker consumption is broken down into the 
four categories above. Through my interviews, I received the 
impression that my service design project could have the most 
influence in the categories: Extend product lifetime and Reuse.

Buy quality
Extend 
product 
lifetime

18
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Reuse Recycle
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Service mapping helped me 
understand the whole life-cycle 
of sneakers. From design to end 
of life. 

I conducted expert interviews to 
learn from the people with experi-
ence in each area of the sneaker 
life-cycle. 

I wanted to talk with people on 
the streets to break out of my 
contact bubble and try to sense 
trends in the Oslo population. 

Actor mapping was used to help 
me see where the potential for 
service innovation could take 
place and who I should talk to on 
different topics. 

Expert Interviews

System Mapping  

User Interviews

Actor Mapping

Methods

20
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I produced quick and broad 
ideation from the insights I 
gathered from earlier data. 

I like to prototype quickly and in 
high quantities because I believe 
that the first sketch is usually bad. 

I wanted to get my service 
prototypes out in the world 
because I believe this gets me 
the richest insights. 

I validated my ideas to look at 
where most of my insights where 
pointing and compare them 
based on “potential” and 
“easiness of implementation”. 

Rapid Prototyping 

Rapid Ideation

Real world testing

Validation

21
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I used service mapping to help me understand 
the whole life-cycle of sneakers. From design and 
production to reuse services and final destruction. 
I knew a lot about sneakers prior to starting the 
service map, but the mapping helped me better un-
derstand how vast the life-cycle of a sneaker can 
be and the amount it may travel during its’ lifetime. 

The reuse services often send customers abroad 
because they don’t have the resources to sort out 
all the shoes. Norwegians also do not usually have 
the desire to purchase used shoes. If we can keep 
more shoes here in Norway for longer rather then 
exporting them after ones persons use, we might 
get more good used shoes on the market in Oslo 
so people don’t necessarily feel the need to buy 
new shoes as much as we do now. 

System Mapping
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I used the map to track the route that one 
pair of sneakers take from design to a 
trash-handling facility. As you can see, just 
one pair of shoes can be shipped all over 
the world, even if it is still wearable in Oslo.

How to read the map: 

25
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From the system mapping, I identified the possible 
actors in the sneaker life-cycle. Then, I mapped 
these actors out in an actor map where I described 
the ways they could contribute to make Oslo cit-
izens consume sneakers in a more sustainable way. 

My sources from earlier about sustainability and 
sneakers told me that the most sustainable action 
for Oslo citizens is to purchase fewer new sneak-
ers. My sources also mentioned that there are 
different strategies you can take to prevent you 
from buying new products. These strategies include, 
buying quality, extending lifetime (through cleaning 
or repairing), reusing a used product, or up-cycling 
old products and transforming them into new ones. 

I categorized possible actors that I found within the 
four sustainable strategies to see who I could talk 
to in order to get to know more about each action. 
On the next page, I will reveal to you the most 
important actors, I tried to contact all of these and 
most of them answered not all of the interviews are 
mentioned in this diploma, because the insight was 
not very crucial for the direction my project took.

Actor Mapping
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Sneaker Stores

Sneaker Developers

Norwegian Government

Cobblers

Sneaker Cleaners

Repairing Start Ups

Buy Quality Extend Lifetime

This is where sneakers get 
sold, could affect the 
customers choice.

Can be influenced to change 
their business model and create 
products that last longer.

Can be influenced to 
change policies surrounding 
the kinds of sneakers Nor-
way will or will not import. 

Cobblers know what can be 
repaired and what cannot 
be. An important resource.

Cleaning services are 
appearing globally. 
Could this work in Oslo?

Digital repairing services look 
to make it easier for people to 
repair their belongings. Could 
this work for sneakers?

28
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Fretex - Second Hand 

Sneaker DevelopersUFF - Second Hand Company

Digital Reselling Services

Resource Sorting Department

Oslo Municipality

Reuse Recycle

Fretex is the biggest actor in 
collecting and selling used 
shoes and clothes. 

UFF is the second largest 
actor in second-hand shoes 
and clothes. 

Services like Tise is an app to 
sell used clothes and shoes 
and is increasing in popularity.

These are the municipality 
departments for sorting and 
recycling Oslo’s resources.

Sneaker companies could be 
influenced to push recycling 
tech and services. 

The municipality can be influenced 
into funding money into a new sys-
tems for shoe recycling. 

29
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Interviews
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From the actor mapping, I reached out to as many 
interesting actors as possible and got in touch with 
most of the individuals I wanted to talk with. I want-
ed to talk with people selling sneakers, people 
designing sneakers, the cobblers repairing them, 
sorting and reselling companies, and finally, the 
people destroying our shoes as waste at the end of 
the sneaker life-cycle. 

The experts I talked with gave me a lot of findings 
that I later turned into insights. These 
Insights inspired the creation of my final concepts.

Experts
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“Its more and more young 
Customers that sell only to 
Collect or resell.”

“It’s difficult for a store or a buyer 
to know what’s more quality, you 
can’t control that.”

“Cleaning of sneakers is getting 
more and more attention.”

This is negative in a sustainability sense, as 
it is becoming trendy to buy shoes that you 
do not need. But collectible sneakers can 
also be viewed positively because it means 
that old or used sneakers may still retain their 
market value according to their model type. 

This is proof that sneaker cleaning may be a 
rising trend and that there may be a market 
for a sneaker cleaning service in Oslo. 

Morten says that there is a multitude of new 
designs and materials that makes it near 
impossible to know what constitutes a high 
quality sneaker. I understood from our con-
versation that it would be hard to change 
peoples’ behaviours in stores. 

Findings Understanding

Has worked in sneaker stores in Oslo since 
2002 and been interested in sneakers since 
1994. Morten is the shop owner of YME in 
Oslo. His shops are one of the most recog-
nized sneaker stores in northern Europe. 

Morten, YME
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“The material extraction and 
product manufacturing produces 
most CO2.”

“One material sneaker like the 
Loop sneaker will be a part of a 
more sustainable future.” 

If materials can be sourced locally and
shoes can be produced more efficiently, 
CO2 emissions can decrease. 

The only problem is that there are still some 
material limitations. Before we overcome 
this, customers will still be likely to buy based 
on the look and feel of the sneaker. There-
fore, I need to find out what we can do to 
change our consumption habits.  

Adidas is releasing the sneaker Loop in 
2020. A sneaker made out of a single mate-
rial (TPU) can be melted and remade into a 
new sneaker. With this technology, material 
harvesting and manufacturing can become 
more CO2 efficient. This is the future.  

Findings Understanding

Is the Manager of Innovation Strategy in 
Adidas’ Future Innovation team in Munich, 
Germany. They explore sustainable business 
models 5 to 7 years into the future. 

Eva, Adidas

“It will take time to make Loop a 
business standard and reduce 
material limitations.”
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After talking to Eva from Adidas and analysing my other sourc-
es, I strongly believe that single material sneakers like the Loop 
Futurecraft Project is what will be the most sustainable solution 
for the future. My project is focussed on what we need to do 
in the present day before single material sneakers become the 
standard of the sneaker industry. 

The future of 
sustainable sneakers 
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(Picture 3)
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Findings Understanding

Arnt Willy, Fretex
Chief of Sustainability in Fretex AS

“Fretex don’t clean anything be-
fore it goes out in the stores, if it’s 
dirty we export it, we don’t have 
the resources to do it.”

“We want to try out more concept 
stores in the future.”

“We want to be a big actor on
sustainability”

Many used shoes that have the potential 
to be sold if a bit cleaner are shipped out 
of Norway. This creates an extremely small 
ecosystem of used shoes in Oslo. If Fretex 
does not have the resources to clean, they 
should request help from the municipality.

Fretex is a big sustainability actor in Nor-
way. They’re lifting a huge societal burden 
by helping the people in Oslo shop more 
sustainably. Unfortunately, they don’t get any 
governmental support. This should change.  

This is promising for the concept stores I may 
be pitching to Fretex. They are open new 
concept stores as long as it proves to be 
somewhat economically beneficial.
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“We get 30 tonnes of clothes and 
shoes every day, we just have 
resources to look at 5 of those 
tonnes.”

“The stores want more shoes, 
the problem is that we don’t find 
enough good shoes.“ 

“We need to teach people how to 
donate their shoes. Many are dirty 
and in separate bags.”

“We would have found more 
shoes if we had separate shoe 
boxes.”

Findings Understanding

Åse Roen, Fretex
Chief of the Fretex Sorting Facility 
at Alna in Oslo. 

Because only 20% of all the clothes and 
shoes that reach the Fretex facility is looked 
at, lots of good shoes for the Norwegian 
market are shipped abroad. 

There is certainly a market for used shoes 
in Oslo. The stores are reporting to Åse that 
they want more shoes.

She also mentioned that the reason for 
throwing away most of the shoes is because 
they are dirty. If people were more educat-
ed on how to donate their shoes, they may 
take time to clean their shoes before They 
bring them to Fretex. 

Åse says if they had separate shoe boxes, 
they could differentiate the bags containing 
shoes from the ones containing clothes. That 
way, they’d be able to look at more shoes.
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Ingvill Kerob, Repairable

Findings Understanding

CEO of the start up Repairable here in Oslo.
A company that tries to make repairing more 
accessible, safe and effective for the their 
customers. 

I helped them create their new website this 
summer. Through this experience, I received 
insight into the workings of their digital 
repairing services. 

“I have seen very little interest in 
repair services related to sneakers 
through our orders.”

“We think the future of repair 
might be that the shops selling 
shoes or clothes gives a 
reduced price on repair to the 
customer instead of a new 
product when they complain on 
product damages.”

People might not be interested in repairing 
sneakers because it may not always be eco-
nomically beneficial. But it may also 
be that there isn’t a culture of getting 
sneakers repaird yet. Someone needs to 
start that trend.

This statement might be true, as many who 
complain about their products receive new 
ones from stores. A more sustainable and 
economical approach for stores would be 
offering a free repair instead of exchanging 
for a brand new product. This will also help 
market the company as more sustainable. 
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Hosen, Everest Sko 

Findings Understanding
“I want to repair sneakers.”

“There are some common flaws on 
sneakers that need repair.”

“I think the main reason for why 
people don’t repair sneakers is the 
price.”

“Only 1 out  of every 13th pair I get 
to my workshop is sneakers.”

Hosen actually expresses that he wants 
repair sneakers and that he has the skills to 
repair common flaws on sneakers. 

The problem is that people don’t show up 
with sneakers at his workshop. 

If one could categorize common sneaker 
repairs, name the price of each repair, and 
present it to a potential customer, people 
may become more inclined on getting their 
sneakers repaired.  

Sneakers are usually cheaper than leather 
shoes, but the prices of sneaker are also on 
the rise. In many cases, sneaker prices now-
adays are much higher than leather shoes. 

Owner of two cobbler workshops in 
Oslo, he has been working with shoes 
for 40 years. 
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This is a picture from the workshop where 
the cobbler didn’t want to fix sneakers. It’s 
located in one of the richest areas in Oslo 
where people can afford repairs. This 
makes this cobbler too popular. He said 
that he had to stop repairing sneakers 
because he didn’t have time. This indicates 
that there is a market with customers that 
want their sneakers repaired. 

Rezapur shoe workshop
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6 out of 7 cobblers I asked said 
that they repair sneakers. 

There were no advertisements in 
the store that indicated that they 
offered sneaker repairs. All of 
the pictures of shoes in the store 
depicted a classic leather shoe.  

All of the cobblers that I spoke to except 
for one said that they repair sneakers. But I 
didn’t see many sneakers on their shelves. 

The cobbler who didn’t fix sneakers said that 
he didn’t enjoy it because he already had 
too much to work on with leather shoes. He 
preferred to prioritize classic leather shoes. I 
was under the impression that he liked work-
ing with leather shoes more than sneakers.

Even the cobblers that were open to 
repairing sneakers did not seem to put much 
effort into advertising their sneaker repair 
services. This could be due to the belief that 
there isn’t currently a market for it, or rooted 
in preserving the traditional image of 
cobblers making mostly leather shoe repairs.

Findings Understanding

“I don’t have time to repair 
sneakers, and I don’t like working 
with them.”
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“The municipality wants to make 
it easier for people to take care of 
their stuff.”

“The green party (MDG) suggests 
to remove taxes on repairs.”

Findings Understanding
The Green Party has a leading role in the 
municipality. They have expressed efforts 
to make it easier for people to take care of 
their belongings. The municipality has since 
released a grant application form for pro-
jects that work directly with reducing materi-
al consumption. I have applied for this grant 
and am currently waiting on an answer.

They suggest that the government consid-
er removing taxes on repairs in order to 
promote sustainability. If the municipality 
cuts taxes on repair fees, the act of repair 
becomes more accessible and there will be 
a bigger 
economic incentive to justify repairing 
something as opposed to buying a brand 
new item. 
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I went on a guided tour at the main 
waste-sorting facility in Oslo and asked 
about the amount of shoes and clothes they 
receive every year, and what happens to it.

Waste sorting facility

“There is no system for 
shoe recycling in Norway.”

80% of all imported 
clothes and shoes don’t go 
to any reuse sorting facility, 
it goes into the trash in our 
homes and then to our 
facility to be burned. (source 5)
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Tore Gulden

Findings Understanding

Professor in product design at 
Oslo Metropolitan University

Written publications on gameification, 
nudging and sustainability through emotional 
connection to products. 

“One might keep the product for 
longer if one contributes to form-
ing the product in any way.”

“Businesses might try to transform 
their sales from material ones into 
more experience ones to reduce 
consumption but still earn money.”

The IKEA principle of forming an attachment 
to an object when you contribute to it is a 
well known principle (source 4). This same 
principle can be applied to repairing your 
belongings as well. If people spend the time 
and effort to repair and maintain their shoes, 
they may create deeper attachment bonds 
and keep the product for longer. 

It would be interesting to see how business-
es like Adidas could apply this principle to 
their business models. For example, if they 
had a shop that only offered cleaning and 
repairs, they could produce revenue on 
selling an experience instead of selling new 
products.  
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Through my expert interviews I learned that 
Adidas is working on sustainable solutions. This is 
great, but we can’t use it as a resting pillow. We 
need to consume the sneakers we have in the 
existing market in a more sustainable way. 

I learned that there is a lot of potential for improv-
ing Fretex’s sneaker handling, and that most cob-
blers want to fix sneakers, but don’t receive many 
sneaker customers. The cobblers also don’t really 
market themselves as sneaker fixers. 

I chose some findings from this chapter that I will 
use later to support the insights that inspired me to 
design my concepts. That doesn’t mean that I have 
forgotten the other findings mentioned in this chap-
ter. All of them have been in that back of my mind 
throughout my entire process.   

Reflection
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To find people I didn’t have any prior relations to, I 
talked to people on the streets of Oslo. I thought that 
I could place strangers I met in a setting of a sneaker 
service to see how they would react to, A) a service 
for extending the life of sneakers in general, and B) 
if sneaker cleaning could inspire them to keep their 
shoes for longer after seeing the results I could bring in 
a short amount of time. 

Before heading onto the streets, I re-purposed an old 
chair that I received from my Mom and made it into a 
roll-able cleaning chair. I purchased a used mechan-
ical suit with my printed logo on the back so that it 
would look believable enough for the users to imagine 
it being a real service. 

User Interviews
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Findings Understanding
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“Most of the shoes I own are used. 
These shoes I bought On Tise.”

“I just throw away shoes if they 
are destroyed - if they have holes 
and stuff.”

“I buy shoes at UFF because I know 
that they usually have Converse.”

“I been thinking about cleaning 
my shoes for a long time but I’m 
too lazy. If a cleaning service was 
cheap and fast, I would use it.”

Tise is an app for selling used clothes and 
shoes. It seems like it’s not a big stigma for 
her and others I talked to, to buy used. 

Damages seem to be the biggest reason 
for why the people I talked to throw away 
shoes. Accessible repairing services is there-
fore important in a sustainability perspective.  

Important quote because it is a sign that 
some decide where to buy used shoes 
based on what brands they are looking for.

Most of the people I talked to said they 
would use a cleaning service if it was fast 
and cheap. They think about cleaning their 
own sneakers, but they don’t prioritize it. 
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“What kind of soap are you 
using?”

“I bought 10 pairs of used 
sneakers on Tise and sold 10 pairs 
just in the last two months.”

“I have no idea if there’s anybody 
repairing sneakers in Oslo.”

“ I think cleaning my sneakers 
would make me keep my sneakers 
for longer.”

None of the people I interviewed knew that 
specific sneaker cleaning equipment exist-
ed. Just showing this to more people might 
increase the awareness about sneaker care. 

This was the person I talked to that was most 
active on selling and buying used sneakers. 
It seems like buying and selling used shoes is 
a trend that the young is not afraid of.  

Most of the people did not think that there 
were many places in Oslo that repaired 
sneakers. People should know that cobblers 
do it.

This person also wanted to clean her 
sneakers but she hasn’t tried it yet. There 
seems to be a market introducing people to 
sneaker cleaning. 
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“I use sneakers because they’re 
cool and comfy.”

“I would have liked to clean my 
sneaker myself, I don’t want to use 
too much money on that.”

“I would have bought more used 
shoes if there was more to choose 
from.”

“I never thought that cobblers 
fixed sneakers.”

That’s what most people say. And it’s 
difficult to force anyone to stop purchasing 
a product that is cool and comfy.

He expressed that he was a student and 
didn’t want to spend money on a sneaker 
cleaning service. If he had the equipment 
accessible, he would have done it himself.  

He said that the main reason he didn’t go to 
a Fretex to look for shoes was that he had 
experiences of not finding his size.  

This student didn’t know that cobblers 
repaired sneakers. If more people knew 
more about service providers, they may 
consider getting their sneakers fixed when 
they can afford it.  
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Findings Understanding
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“I throw away sneakers if they 
are worn and ugly, I don’t want to 
look like a homeless person.”

“We have learned that sneakers 
are something that we just throw 
away, we need to change that 
mindset.”

“A Fretex sneaker store would be 
very cool!”

“The difficult thing with buying 
used sneakers is to find the size 
and style you want, sometimes, 
the insole is a bit nasty as well.”

From my experience, worn shoes that look 
ugly can be saved with some cleaning. This 
comes to many peoples’ surprise. Cleaning 
can save shoes from the trash can.

A good point. The question is, how can I de-
sign something that will change a mindset? 
Can making sneaker care more visible in the 
public perhaps inspire somebody?   

She was very excited about the idea of 
having a Fretex store just for sneakers. 

If there was a Fretex shoe store, there would 
be so many sneakers concentrated in one 
location. If people wanted new sneakers 
they could consider the fretex shoe shop as 
a place where they might find something.
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“Used shoes are almost like used 
underwear, they can smell and 
have marks. They should be fresh-
ened up before they’re sold.”

“I clean my sneakers when they 
get super dirty. I imagine there 
are people that just get rid of their 
shoes instead of trying to clean 
them.”

“I’m not going to repair my sneak-
ers I buy one pair and use that pair 
until it breaks then throw it away.”

If Fretex were able to better clean their used 
sneakers, change the insole, and advertise 
their process, they might be able to sell more 
used-shoes.

When I was at the Fretex facility, I found 
many pairs of shoes that were wearable, but 
seem to have gone through a muddy trek or 
a concert. These don’t sell at Fretex, they get 
incinerated. If more people cleaned their 
shoes, they would purchase less new shoes.

I have talked with several people who wear 
their sneakers until they break, then buy new 
ones. It’s probably because the repair prices 
are high and we also blame the sneakers for 
breaking and not being made for repairs. 
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After talking to the people on the streets, I am 
under the impression that buying used shoes is an 
acceptable practice for people, especially the 
younger generation. But they expressed impor-
tance on the used shoes not looking too worn or 
dirty. 

Some people expressed interest in paying for 
services at a sneaker cleaning shop while others 
preferred cleaning their own shoes. The ones who 
wanted to clean their own shoes needed some 
help with the equipment and techniques. 

Most people throw away their shoes when they 
are in need of repair, and were unsure if cobblers 
could fix their sneakers or not.

The main reason why people struggled to buy 
used-sneakers was mostly due to the lack of styles 
and sizes to pick from.  

Reflection
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Ideation  

Concepts  
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When developing my concepts I begun by look-
ing at the data on sustainability and the findings I 
received from talking to experts and people on the 
streets. I generated Ideas to solve problems that 
were repeatedly mentioned. I came up with about 
12 different service ideas and sorted them out on a 
table.

I validated the ideas based on the amount of 
findings that were supporting each idea. 
As well, I compared all the ideas based on the level 
of impact it would have if it were achieved, and 
how easy it would be to implement it as part of a 
real service.

At the end of this chapter, I will present some 
findings that led me to the insights that eventually 
inspired my three service concepts. 

Approach
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Ideation
I transcribed all of my recorded interviews, 
marked off the most important parts and 
drew inspiration from the quotes to generate 
ideas. I also used the data on sustainability 
and sneaker consumption to remind myself 
what would produce the greatest impact. 
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Validating 
I ordered my ideas and saw which find-
ings were supporting each idea. I also 
sorted the ideas within the four categories 
of sustainable actions: Reuse, recycle, buy 
quality, and extend use. There wasn’t much 
pushing me in the direction of the catego-
ries: recycling and buying quality. The small 
green notes communicate the easiness of 
application and possibility of impact. 
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Findings

Supporting 

“We have learned that sneakers 
are something that we just throw 
away, we need to change that 
mindset.”

“I never thought that cobblers 
fixed sneakers.”

“I just throw away shoes if they’re 
destroyed, if they have holes and 
stuff in them.”

6 out of 7 cobblers I asked said 
that they repaired sneakers. 

Oslo’s cobblers have no adver-
tisements about sneaker repairs. 
If there is a picture of a shoe, it’s 
always of a classic leather shoe.  

“There are some common flaws on 
sneakers that need repair.”

64



65

Insights 

Concept 1 

The main reason why most people throw 
away shoes is because the shoes
need repairs. Most people don’t know 
that cobblers repair sneakers.  

There are some common sneaker repairs 
that can be categorized, priced and com-
municated to the public in order to show 
people that fixing sneakers is possible and 
we should start doing it.
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From these insights, I wanted to prototype and test 
the concept of placing new sneaker advertisements 
into Cobbler workshops. Cobblers have a depth 
of knowledge when it comes to fixing sneakers. 
The problem exists on the fact that most people are 
not aware that cobblers offer such services. We 
need to shift the mindset surrounding sneakers from 
another product of throwaway culture to something 
that is seen as fixable. That is why there is a need 
for cobblers to reveal to the public that sneakers 
are something they can, and do fix. 

The process of making a prototype will involve 
collecting used sneakers from Fretex for them to 
sell. I will then inspect the common flaws on these 
used shoes and see if Hosan the cobbler is able to 
fix these flaws. When we discover what is fixa-
ble, I will categorize these repairs and visualize 
them onto a flyer/poster hybrid. I will then bring 
this back to the cobbler and see if it can serve as 
a good advertisement to promote the cobbler’s 
sneaker repair skills and if the customers actually 
notice it.

Sneaker fixing
advertisement

Concept 1:

67



68

“The municipality wants to make 
it easier for people to take care of 
their things.”

“One might keep the product for 
longer if one contributes to form-
ing the product in any way.”

“Cleaning of sneakers is getting 
more and more attention.”

“I’ve been thinking about cleaning 
my shoes for a long time but I’m 
too lazy. If a cleaning service was 
cheap and fast I would use it.”

“What kind of soap are you 
using?”

“I would have liked to clean my 
sneakers myself. I don’t want to 
use too much money on that.”

Findings

Supporting 
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More and more knowledge is published on 
how to clean sneakers. If you help contribute 
to the look of your product, you might get 
more attached to it. Furthermore, the 
municipality wants to help services that makes 
people consume less.

Many people I talked to didn’t know that 
sneaker maintenance tools existed. Many 
have entertained the thought of cleaning their 
sneakers, but they need some push to moti-
vate them to do it. That push can be a service, 
but it needs to be cheap and fast. 

Insights 

Concept 2
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The second set of insights helped me form concept 
number 2. The local sneaker workshop. The idea 
behind this is to have a place in each local com-
munity in Oslo where there are tools and knowl-
edge available for cleaning and making small 
repairs on your clothes and shoes. 

This service will exist to give more people the 
opportunity to take care of their belongings free 
of charge. The staff and tools can be placed in its’ 
own space, refurbished just for this purpose, or it 
can also exist as a part of a reuse station that every 
city district has access to. 

The prototype I made was tested in one of these 
reuse stations. I hosted a public event which I pro-
moted through Facebook. Through trying out this 
prototype, I hoped to get input from the community 
on what worked, what didn’t, and what people 
wanted more of.

Local sneaker 
workshop

Concept 2:
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“The stores want more shoes, 
the problem is that we don’t find 
enough good shoes.“

“We need to teach people how to 
deliver shoes. Many are dirty and in 
separate bags.”

“We would have found more shoes 
if we had separate shoe boxes.”

“We want to try out more concept 
stores in the future.”

“Used shoes is almost like used 
underwear, they can smell and have 
marks and stuff. They should be 
freshened up before they’re sold.”

“I would have bought more used 
shoes if there was more to choose 
from.”

“The difficult thing with buying used 
sneakers is finding the size and style 
you want.”

Findings

Supporting 
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The Fretex stores want more shoes from the 
sorting facility. This can be possible if Fretex 
had separate shoe collecting boxes. With 
different boxes for different donation items, 
Fretex can better communicate how they 
want people to prepare their shoes before 
dropping them off.

People I talked to said that they don’t 
consider buying shoes at a Fretex store 
because they know the chances of finding 
the style and size they want are so slim. 
They also said that it was important to them 
that the shoe didn’t look too worn. The staff 
responsible for the sustainability department 
at Fretex said that Fretex wanted to test out 
more concept stores in the future. 

Insights 

Concept 3 
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Fretex sneaker 
service

Concept 3:

Through the last set of insights, I designed my third 
service concept: the Fretex sneaker service. The 
main goal is to help Fretex deliver a higher number 
of used sneakers out to the people in Oslo. By 
doing so, more people can hopefully experience 
to see more good sneakers in Fretex stores in their 
preferred style and size. In best case that the de-
mand for used shoes becomes so high that Fretex 
can open their own store for used shoes. 

This service implements separate shoe collection 
boxes to help Fretex sort used-shoes at a higher 
rate of efficiency. By implementing separate shoe 
collection boxes, the process of sorting bags of 
used-shoes becomes easier for Fretex in times of 
high demand. Another part of this is the instructional 
material that Fretex can use on the boxes and on 
social media to educate people about the neces-
sary steps to take before delivering used shoes to 
their collection boxes. 

Finally, I want to test how people react to a shop 
that highlights the value, and sells a high volume 
of sneakers. Customers will have more sizes and 
styles to choose from. Can this potentially  increase 
the sales of used shoes? 
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Prototyping 

Execution
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Approach
My goal for the prototypes was to get something 
as close to a real service out into the world as 
quick as possible. I learned this method from my 
previous experiences with testing service proto-
types. From those experiences, I noticed that I 
learned the most from the feedback I received by 
getting out there and pretending to deliver finished 
designs. 

This method was fruitful throughout my project. The 
testing of the different concept prototypes gave me 
insights on how to improve my next prototypes as I 
continued to work and experiment. 

In the next pages, I will take you through the proto-
typing journey and execution of each concept.  
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Prototyping Concept 1: 

Sneaker fixing 
advertisement
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First step of this prototyping was to get some 
shoes with different wear damages, to see if 
me and Hosan could fix them. Luckily I were 
allowed to bring as many damaged shoes

from the Fretex sorting facility that anyway 
would have been thrown away because 
they couldn’t be sold. I brought these shoes 
Hosan’s workshop after closing time. 

Collecting worn shoes
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At the workshop we looked at all the sneak-
ers and saw what damages was the most 
reacquiring. Then Hosan fixed those sneak-
ers while I’ll watched and documented.   

Evening repairs
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Worn rubber Loose upper 
The first damage we fixed was a worn 
rubber sole on a Adidas boost. These are 
shoes to 1000kr that with a 600kr fix would 
be more durable then what they were new. 

Loose uppers was also a common wear. 
This was fixed in no time with a special su-
per-glue just for shoes. Hosan said he tried 
all super-glues and that this is the best one.
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Clean and colour Cracks in rubber 
Some were thrown because of their marks 
and worn colour. This is also fixable. Hosan 
cleaned them with his own soap and spray 
painted them the next day. 

For all converse owners this is something you 
probably seen before. Cracks in the a rub-
ber sole’s side happens way to fast, luckily  
it’s equally fast to glue it together again. 
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Worn heel Hole in toe box
Many I talked with struggle with worn out 
heels. It seems like an impossible fix. With 
Hosan’s leather skills though, you get a heel 
that will last you longer then the original

one. I struggle with this myself. The sneaker is 
functioning fine, except for the fragile textile 
in front that rips open in just a year. Hosan 
patches this symmetrical on both sneakers.
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Sketching flyer/poster
With all these categories of repair that I 
saw was possible with my own eyes, I got 
inspired to visualize and bring this message 
out to passing customers. I wanted to create  

graphics that would work as a A4 sized fly-
er and as poster when scaled up. When the 
graphics was selected down to two versions 
I tested them on different coloured paper.   
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Concept 1

Executing Concept 1: 

Sneaker fixing 
advertisement
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The flyer
The flyer is designed with two sides. On the 
front it says “SNEAKER FIXING OVERVIEW” 
with the under title, “What can the cobbler 
do?” followed by the different repairs with

prices decided by the cobbler. When laying 
on the counter this works as a poster and 
give away. On the back it says, “What you 
can do” with tips to sneaker care at home.
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The poster is a scaled up version of the front 
side of the flyer, showing what the cobbler 
is able to repair on sneakers. The price area 
is printed blank with overlying see through 
tape, so different cobblers can write and 
change their price when they want.   

Poster
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I went with these touch points to other cob-
blers which seemed to understand and like 
the idea. There were some critic though. For 
example that the two cobblers didn’t do all 
of these repairs, that all prices are different, 
and that to remove tax from repairs were 
more important to them then to fix more 
sneakers. A tax free repair campaign is 
something I would work on if I were to 
continue to work more on this project. 

Cobbler at Fix-up workshop

Other cobblers feedback

“Honestly, to make repairs tax free 
is more important to me”
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Cobbler at Atrupat workshop

“This is nice, but some of 
these repairs I don’t do”
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Reflections
Hosan was very pleased with the design of the flyer 
and the poster and he is still keeping it in his shop for 
passing possible customers to see. 

One struggle may be to get it to stand enough out so 
people notice the touch points but at the same time 
that the cobblers still feel that it is a part of the aesthet-
ic they think about when they visualize their workshop 
and their profession. 

I think this is a matter of iterations and hopefully my 
contribution have inspired some of the cobblers to 
continue to show their abilities in sneaker fixing and 
that they will continue to iterate these touch points 
themselves as time go by and their making their own 
advertisement in the future. Hopefully it will 
ultimately change some peoples perspective on what 
the cobblers of Oslo can do with their sneakers.
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Prototyping Concept 2: 

Local sneaker 
workshop
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The Poster
I arranged the workshop event with Linde-
berglokalet that is a reuse station that I could 
prototype my local fixing workshop in their 
space. They often arrange other events 

like this. Then the task was to get people to 
the event. I sketched up many different post-
ers and went for the one that communicated 
what the event was about the best. 
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Facebook event
I used the same graphics as the poster for 
the facebook event so the aesthetics was 
recognisable for the people that had seen 
the poster. In the upcomming days to the 

event. I created posts about what we were 
going to do at the workshop, different sites 
with sneaker cleaning tips, and who I was 
and what my cause by doing this was. 
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Executing Concept 2: 

Local sneaker 
workshop
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Preparing the event
Preparations were made by plotting out two 
big posters. One with what is easy to fix at 
home and therefore also at the workshop. 
The other showed what repairs that only the 

cobbler could do, because professional 
machinery is necessary. I also had some 
flyers with me from the last prototype that the 
participants could bring home if wanted. 
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The meet up was over my expectations. 
First inn was a woman in her 40’s that 
wanted to stitch two sneakers. Then a 
group of 7, 15 year old boys came togeth-
er wanting to try out everything. Finally a 
13 year old girl came in and cleaned her 
sneakers thoroughly the whole evening. 

Participants
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Workshop 
I had separated the table into three different 
zones. A cleaning zone, a stitching zone 
and a gluing zone. the young girl and the 
grown up woman didn’t need that much

assistance but I felt they found it comforting 
to have a person to ask questions to about 
the best alternatives for fixing before they 
started. This indicated that a person present 
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with knowledge about the tools and meth-
ods in such a workshop might be necessary, 
at least helpful. within the group of young 
boys there was some very concentrated  

about the damage they wanted fixed while 
there was others seeking more fun and 
attention. I find this also as a reason to have 
a employee in the workshop space.   
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Reflections
I see a fixing workshop like this definitely as a 
possible working service.  It would be great to join 
such a public shoe workshop with a public clothes 
fixing workshop, then having another employee 
that know the skills of the clothing profession and 
having the tools available for clothes fixing as well. 

The only question would be how many visitors 
would arrive every day for it to feel valuable for the 
people working there to be present. It also might 
be a risk that it develops into a place people try to 
deliver their broken stuff to the employees in the
workshop for them to fix it for free. 

I think though that these problems can be avoided 
through correct communication to the public about 
what the workshops is. It would be very interest-
ing to see how this would play out more in the 
city center of Oslo, where more people live more 
densely. It wouldn’t cost the municipality much to 
try this for a month. especially not more then cutting 
all taxes on repairs. 
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Prototyping Concept 3: 

Fretex sneaker 
service
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Shoe collecting boxes
One of the main touch points that the new 
sneaker handling service would need was 
it’s own shoe collecting box. I had three 
design goals for this box. First it needs to

communicate that it is a Fretex box, because 
many already trust Fretex. Second it needed 
to say that it is a shoe collecting box. 
and third, it should be cheap to redesign.
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Final design 
I drew three concepts and mixed elements 
from two of them that came together as a 
design that satisfied the goals I had settled 
for. Most of the prints in this design is

Front 

Back 

Left side

Right side

already on the existing box for clothes The 
newest element is the diagonal shoe pattern. 
This is to catch the attention of any passing 
person that this is a shoe box from Fretex. 
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Poster for collecting box

Feedback from Fretex

On the front of the collecting box it’s a 
protected pocket where messages can be 
conveyed on a piece of A3 sheet to the user  
of the box. This was the first sketch I made. 

I brought this poster sketch along with 
sketches of the same message communicat-
ed through Instagram. Åse at Fretex helped 
me sharpen the message in my designs. 
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Final poster
What I wanted to communicate with the poster 
was how the giver should prepare their shoes 
for reuse, what shoes can’t Fretex reuse, and 
that Fretex works for a better environment and 
to give people in need a place to work.
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1)First I’m saying 
that Fretex want 
more shoes out 
in the stores. 

2) Then, “Here 
are some for tips 
for when you 
donate shoes  to 
Fretex”.

5) Damaged 
shoes should 
rather be 
repaired by a 
cobbler.

6) Then it says 
that if you don’t 
tie your shoes 
together they 
might loose each 
other. 

Instagram communication 
The message designed for instagram is used 
with the same pictures as on the A3 sheet on 
the boxes, only that the text is a bit more fun 
like what people are used to on social media.
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3)On this screen 
I’m saying that 
Fretex wants 
clean and dry 
shoes.

4)  Then that Fre-
tex unfortunately 
can’t sell shoes 
with damages. 

7) Then it’s rec-
ommended to 
put the pair in a 
plastic bag 

8) And make 
a secure knot 
on the bag, so 
that the shoes 
don’t fall out.
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Mood boards
To prepare for the pop up shop I wanted the 
collectors to look for sneakers that I believed 
to be sellable and popular. I made mood 
boards based on what I knew about 

popular sneaker trends, and investigated 
some popular fashion instagram accounts 
in Norway as well. I brought these mood 
boards to the sorters and I explained 
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different topics like what norm core style is, 
what is too dirty shoes for me to clean at 
the event, and what is not. I learned through 
working with the sorters how difficult it is to 
make a choice for every pair of shoes. 

I also understood the importance of commu-
nicating what I wanted in detail. Since some 
of the communication got misinterpreted the 
first time. This indicate the need of a new 
tool for communicating these topics. 
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Pop up shop
When designing the touch points for the 
sneaker pop up shop I wanted the viewer 
to get the feeling like this could be a pop up 
that a sneaker shop with new shoes would

arrange. Therefore I wanted it to look clean, 
bold and visible. the sketch underneath is of 
how I planned the pop up to be by sketch-
ing over a picture of the Fretex shop. 
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Facebook event
Fretex and I continually posted updates on 
who I was, what kind of sneakers we were 
collecting and how much sneaker we actu-
ally had for the event to excite the spectators 
of the event. We eventually got 47 people

that clicked on attending and 310 that 
clicked interested on the event. All people 
seeing these posts may have understood 
that used sneakers is something interesting 
that may affect them to buy that later on.  
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Instagram
Most of the instagram publicity was gen-
erated by Fretex’s own Instagram responsi-
ble people. I mainly gave them the poster 
graphics and my process photo’s of the 

shoes I found along the way. I talked with 
people at the event that said they heard 
about the event through social media which 
indicates that it is an important tool for Fretex. 
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Shop Interior production
I wanted my corner in the Fretex store to feel 
as much like a sneaker shop as possible, to 
see if that could raise the feeling of value 
for the shoes we sold. I also didn’t want to 
change to much in the Fretex store to show

that it is easy and cheap to make a good 
looking sneaker shop for Fretex. I only made 
wooden plates to cover up the existing 
metal shelf’s in the store and a table in the 
same aesthetic where I could clean sneak-
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Executing Concept 3: 

Fretex sneaker 
service
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The first day  
The pop up lasted for two days. When 
we opened the doors the first day 
about ten people stood outside waiting 
for us to let them in. It was more 
chaos then expected and some people 
bought plastic bags full of sneakers. The 
green boxes with shoes were stacked 
on top of each other before we opened 
but got fast thrown all over the place.   
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The cleaning station
After the rush it was a steady flow of people 
buying shoes. Many took advantage of the 
cleaning station I made as well. Either by 
getting their shoes cleaned before or after 
they bought them or just by asking me about 
cleaning techniques for sneakers. I think I 
cleaned about 35 pairs and it took me in 
average 10 min to clean each pair.  
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Feedback 
The main difficulties was that people won-
dered if the shoes were ordered by size. 
which they were not. Sometimes the pair 
had a missing shoe as well that we need-
ed to look for. Rather then that it seemed 
like customers loved it. Fretex also loved it. 
They sold almost 200 pairs and doubled 
their sale numbers for a normal Friday.  
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The box
The shoe collecting box that Fretex is going 
to test in the next couple of months is also 
I production. It will be interesting to hear 
users feedback and If some will actually 
learn to use it and that Fretex will start to 
get bags of shoes in the upcoming spring. 
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Reflections
Why I tested this pop up shop was to see what the 
potential could be to bring more used sneakers into 
one place. If then more people would find the style 
and size they were looking for. The other thing I was 
looking for was if we could get sneakers sold by 
cleaning them for 10 minutes. 

Both of these assumptions seem quite likely to be 
true. We sold almost 200 sneakers in two days and 
earned the double of what the usual sale was in 
this Fretex store on a normal Friday. This may prove 
that it could be possible for Fretex to have their own 
shoe store where people know that the chances 
to find sneakers and shoes would be bigger. The 
employees in this shop could learn easy ways to 
fresh up used shoes while they wait on customers. 
This concept store could also become Oslo’s center 
for sneaker cleaning. A place people come to ask 
about how to take care of their shoes.

The shoe collecting box is on its way out in the 
streets now to be tested to see if what peoples reac-
tion to it might be and if it will be filled up with shoes 
or not. I’m very excited for the result of this test. 
Anyway this box will be a standing example of what 
Fretex could do if they want to sell more shoes. 

The communication on the box and for social media 
is also in the process of being finished. I agreed with 
Fretex that we need to make another iteration with 
the communication department of Fretex but most 
likely it will eventually be seen by people.        
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I made a roadmap for each of the concepts. 
These are meant to show what I think needs to be 
done to make any real influence towards the goal 
of motivating Oslo’s citizens to consume sneakers 
in a more sustainable way. 

I separated the road maps into three columns 
showing what may be done now, what may be 
done after that, and what may be done at a later 
stage.  

The road maps are suggestions based on my ex-
perience with the different actors this semester and 
are not yet designed with the actors. When the 
actors will see this suggestion on what to do next 
I believe it might be easier to start a discussion on 
the road forward will be. Also to hopefully help 
the actors to see the final influences these 
concepts may have and inspire them to continue 
to work with this in the future.   

Roadmaps
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Roadmap for concept 1 

Give posters to 
more cobblers
The more cobblers I 
give the flyers/posters 
to the more feedback 
I would get to under-
stand what works and 
doesn’t work with this 

Give the report to 
the municipality
Everything is politics 
and if politicians see 
my projects this might 
have and affect on 
policies in the future. 

Design new posters 
based on feedback
After getting feedback 
a natural thing would 
be to design new touch 
points based on that 
feedback. 

Make a tax free 
repair campaign
This campaign could 
be done with our with-
out support from any 
political party. The im-
portant thing is that the 
people learn about the 
situation and demand a 
change. 

Now Next
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Sneaker fixing advertisement

After proving what touch 
points the cobblers want. 
It will be necessary to 
give these touch points 
to the municipality so that 
they can continue the 
work with helping repair 
institutions with their 
advertisements. 

Give the touch points 
to the municipality

Push the municipali-
ty to make it a law
Hopefully the munic-
ipality will eventually 
make laws that makes 
repairs tax free. Which 
again hopefully makes 
more people repair their 
sneakers.

Later
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Roadmap for concept 2 

Give the report to 
the municipality
Hopefully the mu-
nicipality see the 
importance of such a 
workshop if they read 
the report and see that 
something like this will 
be valuable for people 
and for sustainability.

Do a test repair 
workshop
If the municipality 
allows me, I could 
help open the first test 
workshop in the center 
of Oslo. 

Now Next
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Local sneaker workshop

Establish a real 
workshop
If the test is popular I 
can discuss with the 
municipality to open 
a permanent fixing 
workshop that will be 
located in the center of 
Oslo. 

After one is established 
it will be clearer after 
a while if this workshop 
has high enough de-
mands to be multiplied. 
If the demand is high 
the goal would be to 
open one workshop in 
every city district. 

Establish workshops 
in every city district

Later
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Roadmap for concept 3 

Now Next
Give the report to
Fretex
Fretex has been a 
important contributor to 
the project and deserve 
to see my reflections.

Get the collecting 
box outside
One box is in the mak-
ing and is just waiting 
to be tested outside the 
sorting facility.

Plan for Fretex 
sneaker picking
I would design a plan 
for how Fretex can pick  
the right sneakers for the 
Oslo market continually 
in the future. 

Get social media 
communication out 
The SOME communi-
cation must be finished 
and put out to the peo-
ple to have a influence.

Plan a possible
Fretex shoe store.
Hopefully Fretex con-
sider the possibility to 
plan to make a shoe 
store in the future. 

Test the collecting 
box in Oslo center 
The next step would be 
to test collecting box in 
the city center. 

Discuss this plan 
with Fretex
Show this plan to 
Fretex, discuss how it 
would work and test it. 

Change SOME 
communication
New problems will 
probably appear after 
Fretex starts to use the 
shoe collecting boxes.
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Fretex sneaker service

Later

Change SOME 
communication
The content needs 
probably to be updat-
ed after a while after 
new problems appear. 

Establish a Fretex 
shoe store.
If Fretex want me to and 
if I’m available I may 
help Fretex establish 
their first shoe store.

Test several of them 
around the city.
If the collecting system 
for the shoebox works it 
would be interesting to 
test several and see if it 
has the intended effect.

Get feedback in 
6 months
Come back after half 
a year and see if the 
plan works and what 
changes might be 
done to the plan. 
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Conclusion
If I were to predict which one of my concepts could create the 
most impact, I definitely believe that working with Fretex will 
make the biggest difference. Fretex is a big, established company 
where many used sneakers filter through.

On the other hand, I think Oslo needs to implement services and 
programs in and around the city where the main focus doesn’t 
feed a consumer culture. More programs and events should be 
planned to offer support for citizens looking to lead a more sus-
tainable life through repairing their belongings. These services will 
become popular as the concern for climate change heightens. In 
my opinion, initiatives for activities that don’t promote consumer-
ism should be a mandatory development for the municipality to 
work on. In my eyes, they hold the same importance as a city’s 
recycling system.

In the end, helping the cobblers wasn’t as straightforward as I 
had initially thought. Although they seemed to want to repair all 
types of shoes, they also seemed to want to uphold the image 
that cobblers are experts on classic leather shoes. I think they 
want their shop to remind them of the long history they come from. 
It wouldn’t hurt to iterate more on these touch points with a differ-
ent group of cobblers to see if we can come to an agreement on 
a design they would want to use.

I also hope that new actors will appear and establish sneaker 
cleaning shops in Oslo to spread awareness on sneaker care. I 
think that to take care of our sneakers is at least the best thing we 
can do for our sneakers and sustainability before all sneakers can 
be recycled and consumed in a circular economy. 
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Learnings
To conclude this diploma project, I’d just like to say that I am 
pleased with the ways I got to test my service touch points. It was 
everything I could have hoped for. I feel that I had the chance 
to understand the complicated world of sneaker consumption in 
Oslo, and the possible ways we can take to approach this topic 
in a more environmentally sustainable way. 

As a perfectionist it has been hard not spending all of my time 
polishing one design, but rather producing multiple, quick proto-
types and pushing them out into the world for people to see, feel 
and comment on. This has helped me better understand my as-
sumptions and see where each prototype needed improvement.

If I could take my prototypes further, the most interesting thing for 
me would be to test my concepts further, rather then changing 
how my working process has been. But I guess that feeling of 
never feeling finished will always be there.

It would have been very interesting to see how far one of the 
concepts could have gone if I focused 100% of my time on one 
of them. But all in all, I don’t regret working in the framework 
that I did. I am honestly the most grateful towards all of the great 
people who have helped me along the way with my concepts. 
This diploma would have been not what it is today without all 
the people at Fretex, especially Åse and Birgitte, or Hosan the 
cobbler, or Perolina at the Lindeberg center. I also need to thank 
my supervisors Ted Matthews and Steinar Killi. 

Thank you so much!
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